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Abstract 
Corporates are aware of the importance of CSR (Corporate Social Responsibility) in the present scenario, but are not aware of the 
right kind of CSR activities which would lead to creating an impact in the lives of the people and capacity building. This study 
will try to bring out the importance of CSR activities to the corporates (Cause Related Marketing) and the role which it can play 
in brand enhancement. The focus would not only be on impacting lives of the people but also the nature and wildlife animals 
(sustainable development). 
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1. Introduction 
Off late there has been a lot of talk about Corporate Social Responsibility (CSR) in India because of the new 
Companies Bill 2013 which recently received the president’s ascent (Express, 2013). The law mandates certain 
companies to dedicate 2% of their net-profit (average of current year and preceding 2 years) towards CSR activities. 
Even before this bill there were a lot of corporates who were involved in  doing CSR activities. Corporates need to 
give back to the society in some way or the other. It can either be through better employee engagement programs, 
improving their processes and making them more eco-friendly, giving money to Non Governmental Organisation 
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(NGO’s), helping in the development of the local area wherein they operate etc. All these activities show the sense 
of responsibility the corporates have and hence leads to higher brand equity. CSR strengths are perceived as value-
creating, reversing the earlier negative into a positive impact on recommendations: analysts are more likely to 
recommend a stock “buy” for CSR-strong firms in later years, documenting a change of CSR perception over time 
at the analyst level (Ioannou & Serafeim , 2010). It is very difficult for every government to help the society grow 
without the help of the private sector. The corporates need to understand the importance of growing the standards of 
living of the people of their country. Inclusive development can only help a developing country fight against the 
developed ones. Corporate need to see the bigger picture that if the standard of living is improved the purchasing 
power will also improve which ultimately benefit them. 
Some authors seem to have a very instrumental perspective on CSR marketing, as Eun Kyoo Kim et al. (2012) 
state that firms need to develop strategic CSR ads that positively influence consumer attitudes and decisions, 
because advertising certain products or services triggers the feeling of hope and creates specific goals. This means 
that if CSR is to contribute to sustainable development, marketing strategies need to move beyond their immediate 
goal and need to be related to a broader firm-wide CSR strategy (Hugé & Waas , 2011). As per a study as much as 
42% interviewed said that their perceptions of  a company is based on the firm’s corporate social responsibility 
(CSR) initiatives. (Forbes, 2013) 
2. Literature Review 
Although the literature has not reached consensus on a precise definition, CSR is generally conceived of as a 
single broad construct comprised of actions aimed at stakeholder management and social issue management 
(Clarkson, 1995; Swanson, 1995; Hillman and Keim, 2001; Wood, 1991). Corporate Social Responsibility 
profoundly influenced customer loyalty and valuation of various business services. It was ascertained that Corporate 
Social Responsibility had a lot of influence on the customers’ behaviour. This was done through the identification of 
the various dimensions of social responsibility from the point of view of consumers and the weight of each of the 
dimension in the global construct of social responsibility. It is not, however, easy for consumers or customers to 
memorize and acquire information regarding a company’s social responsibility. (Crespo, 2005).The present study 
has been conducted with the objective of assessing the importance of CSR to a corporate in terms of brand 
enhancement. Another objective of the study is also to showcase the importance of CSR in inclusive development. 
3. Methodology 
We shortlisted the companies with the best innovative CSR activities in India which impacted the maximum 
number of lives. The data was to be collected pertaining to several factors such as brand loyalty, brand awareness, 
brand satisfaction and perceived quality. A questionnaire was designed for the purpose and pre-tested on a sample of 
50 students. The data was coded, mock tables were generated to study the efficacy of the tool. The reliability 
analysis showed that there was no need to drop any item since the value of chronabach alpha was 0.80 
 
Table 1: Reliability Analysis 
Variable Reliability 
CSR 0.831 
Brand Image 0.832 
Brand Awareness 0.857 
Brand Satisfaction 0.932 
Perceived Quality 0.753 
Brand Loyalty 0.801 
 
Primary data was collected personally and through emails from 400 students of 35 universities of India(with 
different geographical locations) in September 2013 .The top 35 ranking universities of India were chosen on the 
basis of 4ICU.com.An analysis was conducted with the help of SPSS and hypothesis testing using correlation and 
regression. Corporate social responsibility was the independent variable and the brand image sub divisions were 
dependent variables. To understand the impact of CSR activities on the business we have undertaken factors such as 
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no. of lives impacted and various dimensions of brand image.  
The hypotheses are: 
H1: CSR is positively related to Brand Satisfaction.  
H2: CSR is positively related to Brand Awareness. 
H3: CSR is positively related to Perceived Quality.  
H4: CSR is positively related to Brand loyalty. 
To test the response of the students 15 items of corporate social responsibility were adopted from Turker 
(Turker, 2009) and to measure brand image 12 items were chosen from the Journal of Business Ethics (Lai, et al., 
2010). The sub-divisions of brand image are brand loyalty, brand awareness, brand satisfaction and perceived 
quality. Likert’s five point scale was used to elicit responses from the people, 1 being strong disagree and 5 being 
strongly agree 
 
                   
 
 
Fig. 1: Sub-division of Brand Image 
 
The questionnaire that was circulated consisted of four sections: The 1st section was about gender, back ground 
and family income. The next section asked the students to select one brand to answer the remaining sections about 
the brand. For the convenience of the students the campaigns of the brands were also mentioned with the brand 
name so that it is easier to recollect. Third section was about CSR and the last section covered four sub divisions of 
brand image which was the dependent variable.  
Another survey was conducted on the different kind of CSR activities in Delhi by corporates in the FICCI list. 
The samples were drawn from five industrial sectors occupying pivotal positions in the economy representing 
Banking, Software, Automobile, Construction and FMCG. The size of the sample is 39 comprising 10 from 
Banking, 10 from Software, 05 from Automobile, 09 from Construction and 5 from FMCG sector. 
4. Results/Findings 
A total of 400 questionnaires were floated out  of which only 370 responses were received and 10 questionnaires 
had incomplete entries and had to be excluded. Thus the final count of the sample was 360  
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Table 2: Results from Survey 
Name of Company Frequency Percentage 
Aircel 110 30.55 
Aviva 33 9.16 
Hindustan Univlever 72 20 
ITC 95 26.3 
Vodafone 14 3.8 
Colgate Palmolive 16 4.4 
Any Other 20 5.5 
Total 360                     100 
 
Table 3: Cross Tabs 
Company Male Female Total 
    
Aircel 57 53 110 
Aviva 10 23 33 
Hindustan Univlever 42 30 72 
ITC 43 52 95 
Vodafone 10 4 14 
Colgate Palmolive 9 7 16 
Any Other 10 10 20 
    
Total 181 179 360 
 
Table 4: Correlation Analysis 
Variable CSR Brand 
Image 
Brand 
Awareness 
Perceived 
Quality 
Brand 
Loyalty 
Brand 
Satisfaction 
CSR 1      
Brand Image .703 1     
Brand Awareness .567 .691 1    
Perceived Quality .453 .708 .445 1   
Brand Loyalty .509 .699 .423 .506 1  
Brand Satisfaction .619 .715 .482 .547 .447  1 
Correlation is significant at the 0.01 level (2-tailed). 
 
Table 5: Regression Analysis 
Variable Beta T-value Significance  
CSR .769 9.993 0.000 
Brand Image .623 8.47 0.000 
Brand Awareness .459 4.18 0.001 
Perceived Quality .531 6.734 0.000 
Brand Loyalty .347 2.953 0.000 
Brand Satisfaction .432 3.68 0.000 
N=360 ; R square = 0.598 ; F-stat =22.54 
 
From Table No.2 it can be derived that the maximum no. of people voted for Aircel if given preferences. This 
can majorly be attributed to the ‘Save Our Tigers’ campaign of Aircel which highly promoted in 2010.That 
campaign made the Aircel’s name a household name and it was strategic move to get promotion. The market share 
of Aircel also rose by 10% after the campaign. The second preference of the respondents was ITC which does 
various kinds of CSR activities including their classmates notebooks. Even though ITC is the biggest tobacco 
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company in India but its proffered in the eyes of the customers so ITC’s example shows the best example of how 
CSR improves brand image. 
But the major role played in all the above campaigns was the kind of promotion used. The CSR activities of 
Vodafone have by far impacted the maximum number of lives but still it is not preferred. This is majorly because 
they haven’t promoted their CSR. One should promote the cause and use Cause Related Marketing activities instead 
of just promoting their product.’ If your doing something good then show it to your customer’ says Mr. Onkar 
Khullar, CEO, I Impact India. As per a study, CSR promotions are 75% more effective than normal promotion 
(Forbes, 2013). From the Table No.3 it can derived that both males females prefer Aircel if given a preference. 
From Table No.4 it shows that CSR and Brand Image are significantly correlated since the value is 0.703.The 
degree of correlation between CSR and Brand awareness is also quite high. The degree of correlation between CSR 
and perceived quality is not that high but is still significant since the value is 0.453.The correlation of CSR with  
Brand satisfaction and Brand loyalty is also quite significant. 
From Table No.5 we can derive the results of the regression analysis. All the hypothesis were accepted and it 
shows that all the sub divisions of brand image are significantly affected by CSR activities. The beta value of all the 
sub divisions are significant since the p value is less than 0.01.And we can conclude that brand image is positively 
affected by CSR activities. 
 
Table 6: Involvement in CSR Inittiative – Inter Sectoral Study 
CSR Initiatives Banking Software Construction FMCG Automobile 
Rehabilitation Yes No Yes No No 
Child Welfare Yes Yes Yes Yes Yes 
Health Care Yes No No Yes No 
Women Empowerment Yes Yes Yes Yes Yes 
Slum Improvement No No No Yes No 
Charitable Events Yes Yes No Yes No 
Micro Finance No No Yes Yes Yes 
Environment No Yes No No No 
Education Yes Yes Yes Yes Yes 
 
From Table No.6 it can concluded that out of the various CSR initiatives like rehabilitation, Child Welfare, 
healthcare, women empowerment, slum improvement, charitable event, micro finance, environment and education. 
Out of all the kind of initiatives Education, Women Empowerment and Child Welfare are common to all the sectors 
of the industry. Every corporate looks for his or her cause, the cause that is dear to his/her heart. But what they need 
to also realize that there are certain activities which might be their core competency and be more beneficial than the 
mainstream activities. The above table also shows that corporates invest heavily in inclusive development. When 
they were interviewed 80% of the corporates said that CSR is not done out of legal obligation but instead is a part of 
business ethics. They understand that the government cannot completely take on the burden of investing in 
development activities and they need to give them a helping hand. 
5. Discussion 
All the companies that were listed in the questionnaire were the ones that did CSR activities. Aircel when it 
launched its campaign was not a known brand but post the campaign. Whereas known brands like Unilever, 
Vodafone and Aviva when they do CSR activities they are not recognized that much. This is majorly because these 
brands already have a positive brand image and they do not publicize their CSR, they believe majorly in 
straightforward advertising than cause related advertising. And now since the CSR is a necessity corporates should 
make this a strategic move. A recent global survey of 1,122 corporate executives suggests CEO’s perceived that 
businesses benefit from CSR because it increases attractiveness to potential and existing employees (Economist, 
2009). Aviva recently launched their campaign with Mr.Sachin Tendulkar wherein a video was put on YouTube and 
they promised to donate the amount towards children’s education equivalent to the number of shares on the video. 
This created a small impact in terms of lives impacted but the people who were online and saw the video had a 
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better brand image of Aviva. Companies should use consumer-engaging media for CSR also. Their are companies 
like Samhita and I Impact India which are helping the corporates in generating Cause related Marketing content. 
6. Conclusion 
As per study conducted it can concluded that CSR has positive relationship with brand image and its sub 
divisions. Corporates need to use consumer-engaging mediums to showcase their CSR activities. A company which 
wants to create their brand name should use the CSR medium to make their brand name more visible. Just by doing 
CSR companies cannot create a brand name, they have to have high quality products. CSR helps in gaining the 
competitive edge to a company in this time of cut throat competition. The kind of CSR initiative of corporates are 
also diverse. A company does not stick to one cause, they keep on supporting different causes. Disaster Management 
is one such example in which huge amounts are donated as an when they occur. CSR also helps in giving a morale 
boost to the employees as they feel a part of something nice. Companies also have policies wherein they ask every 
employee to donate a certain amount towards a NGO. The survey conducted was only able to cover 35 universities 
and targeted only students so in the study I was able to capture the view of the youth of the country who are more 
glued to technology. But the results of such a survey might be different if we take the sample of a different age. 
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